Abstract-Muslim consumers are believed to be more concerned whether the current e-commerce processes are mixed with un-Islamic elements such as, riba (interest), gharar (uncertainty), and Maisir (gambling). To clarify the misconception, it is suggested that an assurance be given by a reputable Islamic religious authority to the effect that Internet seller complies with an Islamic law (Shariah) -compliant ecommerce model. The present work empirically investigates the Muslim consumers' perceived behavior in e-commerce environment by collecting data from 162 staff from International Islamic University Malaysia (IIUM). However, the findings suggest that third party assurance from an Islamic authority does not much influence on consumers' perceived behavior in e-commerce environment.
I. INTRODUCTION
Trust plays an important role in determining the attitudes of customers toward online purchase. Influence of culture on trust development process and online consumer behaviour has been highlighted in the literature. Religion is considered as one of the key elements of culture that shapes behavior and purchasing decision [1, 2] . However, the influence of religion on consumer behavior is not yet fully explored [1] , especially, in the online environment. So far, Siala et al. [3] have empirically investigated the different perceived behavior of Muslims and Christians in the e-commerce environment; yet, their study is focused only to the ownership of the e-commerce websites.
Apart from Siala et al. [3] , there are some conceptual level works in the area of ecommerce from Islamic perspective in the past. For instance, Islam [4] , Mohamed et al. [19] and Al Meaither [18] have proposed sharia compliant e-payment methods. Meanwhile, Zainul et al. [5] , Jamalludin et al. [21] , and Amin [22] have discussed about the legality of ecommerce from Islamic perspective. However, quantitative based empirical works are lacking in this area. Dali et al. [6] highlights the challengers faced by Muslim in the ecommerce era, and emphasize the importance of research works on ecommerce from Islamic sharia perspective to ensure a sharia based ecommerce system in the future.
In this background, the present work focus on Muslim consumers' behaviour in ecommerce environment. Intensive review of e-commerce literature reveals that there are numbers of issues regarding ecommerce from Islamic perspective. Especially, riba (interest), gharar (uncertainty), and Maisir (gambling), which are believed to be associated with e-commerce are prohibited in the religion of Islam [7] . Consequently, these issues have negative influence on the attitude of several groups of Muslim consumers towards ecommerce. Therefore, to motivate Muslims to be involved in e-commerce, it has been emphasized in the literature that there should be an Islamic law (Shariah) -compliant ecommerce model [8] . In addition, it has been highlighted in the literature that similar to "halal" certification for food product there should also be an authoritative Islamic body to monitor and certify the sharia compliance of websites [8, 9] .
With the intention of filling the aforesaid research gaps the present work empirically test a research model to investigate Muslim consumers' behavior in ecommerce environment.
II. RESEARCH MODEL AND HYPOTHESES DEVELOPMENT
Previous works on ecommerce especially concerning consumer trust have focused different aspects. Some studies [10] [11] [12] [13] focused on trustworthiness, while the focus of some other studies such as Cao et al. [14] , Vila and Kuster, [15] and Loiacono et al. [16] have focused on website quality and some others [17] have focused on third party assurance. But a combined approach is used in the recent past [18] [19] [20] . However, third party assurance from a religious body and its impact on consumer trust never has been studied. In this backdrop, the current research framework includes third party assurance from an Islamic religious authority.
The proposed research model (Figure 1 ) has been developed based on the theories of Theory of Reasoned Action (TRA) [21] and Theory of Planned Behaviour (TPB) [22] that confirm intention leads to behaviour.
A. Trust Worthiness
Mayer et al. [23] and McKnight et al. [24] identified and validated three main elements of trust; integrity, competence, and benevolence. Even though the works of Mayer et al. [23] and McKnight et al. [24] not directly relevant to online environment, the influence of their works reflect in number of online trust literature [10, 11, 18, 20, [25] [26] [27] [28] [29] [30] [31] [32] . Therefore, the present researchers also consider integrity, ability, and benevolence as the antecedence of trustworthiness. 
B. Integrity
Integrity means customers' perception that the Internet sellers will adhere to a set of principles or rules of exchange acceptable to the customers during and after the transaction. The positive association between integrity and trustworthiness of internet sellers are empirically proved in the past studies [12, 18, 20] . Therefore, it can be expected that perceived integrity of internet sellers enhance their trustworthiness among Muslim online customers as well.
H1:
There is a significant positive relationship between perceived integrity and perceived trustworthiness of Internet sellers.
C. Competence
Competence means the customers' perception of Internet sellers' competencies and knowledge in Internet business.The positive relationship between perceived competence and perceived trustworthiness of internet sellers has been confirmed in the works of Palvia [20] and Lin [18] .
H2:
There is a significant positive relationship between perceived competence and perceived trustworthiness of internet sellers.
D. Benevolence
According to Salam et al. [28] benevolence involves consumer perceptions of characteristics; such as good will, caring, responsiveness, and concern demonstrated by the vendor. As a result, the terms good moral, good will, caring, and responsive also have been used interchangeably to indicate benevolence in the past [25] . The influence of perceived benevolence on perceived trustworthiness of internet seller is obvious [18, 20] . Therefore, this relationship can by hypothesised as follows:
H3: There is a significant positive relationship between perceived benevolence and perceived trustworthiness of internet sellers.
Meanwhile, there are number of empirical studies such as; Palvia, [20] ; Lin, [18] ; Chui et al., [19] ; Pavlou, [33] ; Kim et al., [34] , Mcknight et al. [11] , which confirm the positive influence of Internet sellers' trustworthiness on intention to buy online. At the same time the work of Buttner and Goritz [32] confirm the positive relationship between integrity, competence, and benevolence, and online purchase intention. Therefore, there is no any logical reason to expect a different relationship.
H4:
There is a significant positive relationship between perceived trustworthiness of Internet sellers and intention to purchase online.
E. Website Quality
Previous studies prove the positive relationship between website quality and trust [11, [34] [35] [36] and website quality and intention to use [16, 18-20, 33, 37] . In addition, authors such as Barmall et al. [38] , McNight et al. [11] , Kong and Hung [29] , Salo and Karjaluoto [31] and Chen and Dhillon [13] believe website quality positively influence online trust while Cao et al. [14] and Salam et al. [28] believes website quality positively influence intention to do online transaction. The work of Awad and Ragoswsky [39] confirm the positive effect of website quality on both trust and intention. Based on these evidences the following hypotheses were formulated.
H5:
There is a significant positive relationship between perceived website quality and trustworthiness of Internet sellers.
H6:
There is a significant positive relationship between perceived website quality and intention to purchase online.
F. Assurance by Islamic Religious Authority
It is argued that an assurance given by an Islamic body of shariah compliance of a website would positively influence Muslim consumers' trust towards Internet seller and their intention to do online transaction [8, 9] because the third party assurance plays a positive role in the collectivistic societies [3, 34] such as Muslim society, and the religion of Islam also encourages that kind of nature [3] . The findings of Siala et al. [3] , i.e. Muslim online customers prefer to buy goods and services from Muslims vendors rather than nonMuslims also support the argument.
Nevertheless, there is conflicting evidence as to the impact of third party assurance on trust and intention [34] . Studies such as Wakefield and Whitten [40] and Hu et al. [41] show a positive relationship with trust while Kim et al. [34] , Kimery and McCord [17] and McKnight et al. [42] found no significant impact on trust. Meantime Mouldin and Arunachalam [43] found a positive relationship between the third party assurance and intention to purchase online. In this backdrop, the following possible hypotheses are developed.
H7:
There is a significant positive relationship between the assurance by the Islamic body and trustworthiness of Internet sellers.
H8:
There is a significant positive relationship between the assurance by the Islamic body and intention to purchase online.
G. Intention to purchase
Intention to purchase is defined as the consumer's intent to engage in an on-line exchange relationship with the internet seller [33] . Drawing on TRA [21] and TPB [22] many ecommerce studies have shown that consumer intentions to engage in online transactions are a significant predictor of consumers' actual participation in e-commerce transactions [34] . Therefore, the intention to purchase online can be considered as an immediate determinant of consumers' purchasing behavior.
All hypotheses are visually presented in Figure 1 .
III. METHODOLOGY
Data were collected from 162 staff from IIUM comprising 59 (37%) academic staff and 103 (63%) administrative staff using self-administered questionnaires. Respondents were asked to indicate their acceptance to given statements based on 6-point Likert scale with ratings range from strongly disagree to strongly agree. The researchers have set limitation on the participant that they cannot be neutral on their opinion and they must provide positive or negative indication toward each question. This was just a willingness of researchers that having neutral opinion does not contribute much for particular decision and conclusion of the result. A very small number of returned questionnaires had missing data in one or more sections. However, these were taken into account and the available data was fully used. Missing values were filled with mean value of the particular questionnaire item. In addition, outliers were identified for each questionnaire item using stem and leaf display method. The outliers were considered and treated same as missing values.
IV. FINDINGS
The results of data reduction, reliability analysis and descriptive analysis are shown table 1. The factor analysis was conducted on each grouping variable and the loadings are well above the threshold of 0.4. The reliability test also confirms reliability of the questionnaire items as Į value is greater than 0.8 for all variables. Mean and standard deviation columns of Table 1 depict the results of descriptive analysis that indicates the participants moderately agree that the internet sellers have the integrity, competence, and benevolence. Therefore, the internet sellers are moderately trustworthy. Further, the descriptive analysis depicts that the respondents moderately believe that ecommerce websites are good in quality, and the third party assurance confirms the websites are doing business according to Islamic law (Shariah). Finally the respondents are moderately intended to involve online transactions. Table 2 depicts the correlations between trustworthiness and the independent variables that show significant correlations among these variables. .305** **. Correlation is significant at the 0.01 level (2-tailed).
Similarly Table 3 depicts the correlation between intention to do online transaction and trustworthiness, website quality and third party assurance. The finding reveals that there is a significant correlation intention to do online transaction and trustworthiness and website quality. However, there is no significant correlation between intention to do online transaction and third party assurance. Finally to examine whether the independent variables have any influence on dependent variables regression analysis was performed. Table 4 displays the results of stepwise multiple regression, which is used to observe the simultaneous influence of multiple variables. The result confirms that only the benevolence, integrity of the internet sellers and website quality significantly influence trustworthiness of internet sellers. That's mean the competence of internet seller and the third party assurance from an Islamic authority do not influence trustworthiness of internet sellers.
Similarly, only trustworthiness of internet sellers and website quality influence the intention to do online transaction. That's mean third party assurance from an Islamic authority does not influence intention to do online transaction. Figure 2 shows the revised model after hypotheses testing. The present work does not give the expected results; especially the expected influence of third party assurance from an Islamic authority on trustworthiness and intention to do online transaction were not proved. So that the findings suggest that the respondents are not that worried about 3 rd party assurance on the Islamic law (Shariah) -compliant ecommerce model. However, there might be some other reasons for the unexpected results; in the current study the respondents were not asked to respond to the questionnaire keeping an ecommerce website in their mind. Most of the previous studies were done based on a particular ecommerce website (eg. Amazon.com). Therefore, different respondents might have answered the questionnaire considering different kinds of websites that might have influenced the findings. Further in-depth studies are needed in this area to generalize the findings.
